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ABSTRACT 
 
 The following research aims to discover the impact of social media in 
marketing for nonprofit choral organizations within the Delaware Valley area of 
the United States, defined as eastern Pennsylvania, western New Jersey, and 
northern Delaware.  In order to ascertain this impact, six organizations were 
interviewed. These specific organizations were chosen due to their location and 
because they represent a diverse variety of choral organizations. Through 
interviewing these organizations it was found that while there are both pros and 
cons to using social media in marketing for organizations, the overall impact is 
positive.  This discovery points towards justifying that social media in marketing 
can have a positive impact on nonprofit performing arts organizations by acting as 
a multifunctional, user friendly and convenient tool, thus helping them reach a 
broader and more diverse audience. 
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INTRODUCTION 
 
Businesses and organizations utilize various marketing methods to reach 
their customers, clients and patrons in order to create awareness of their products 
and programs.  Marketing through direct mail, print, television and radio have 
been used successfully for many years.  In this age of technology, internet 
marketing, also often referred to as online marketing, has joined the mix of 
marketing methods.  In more recent years, social media, such as Facebook, 
Twitter, and YouTube have come into existence and added a new level to online 
marketing.  Today, many organizations around the world, both for profit and non 
profit, are using social media in their marketing plans. Some of the top reasons 
that social media has become a popular marketing tool is its minimal cost, ability 
to reach wide and diverse audiences, and visibility for advertising events and 
donation generation. 
Nonprofit choral organizations in particular face marketing challenges due 
to budget constraints, busy schedules, and limited resources.  As more and more 
organizations such as these use social media to help meet these challenges, 
explicit questions come to mind regarding how social media is being used by 
nonprofit performing arts organizations, why they should use social media in their 
marketing tactics, and the pros and cons of using social media for marketing.  
2 
 
Answering these questions will aid in understanding how social media is used in 
marketing and how it can aid in creating awareness of products and programs.  
This information will prove particularly helpful to the arts administration field in 
recognizing new, effective ways to market nonprofit arts organizations.  Using 
interviews, this thesis will attempt to discover the overall impact that social media 
marketing has on these organizations. I anticipate finding the use of social media 
to be high and that it has greatly benefited them, because it is relatively 
inexpensive, able to reach a larger and younger audience and is an effective and 
efficient marketing method.  
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 CHATER I - REVIEW OF LITERATURE 
 
 
This literature review will utilize scholarly journals and books to 
understand why and how nonprofit performing arts organizations use social media 
in marketing. Because internet marketing is fairly new and traditional marketing - 
such as print, direct mail, radio and television advertisements - has been in 
existence for many years, it will be difficult to compare the long term effects of 
social media in internet marketing with older marketing methods. Also, because 
there are many different types of nonprofit organizations around the world, it 
would be arduous to examine how and why social media marketing is used in 
different types of nonprofit organizations and in different regions of the world.  
Thus, this literature review will focus on social media marketing in nonprofit arts 
organizations, as well as having a specific look at choral organizations in the 
United States.  The review begins with an overview of choral organizations, 
examining their characteristics and leadership.  This discussion is followed with 
an overview of internet marketing.  The next section reviews specific challenges 
associated with internet marketing.  This section is followed by a look at the 
methods and tools used in internet marketing.  The literature reviews concludes 
by exploring social media in marketing. 
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Overview of Choral Organizations 
 In order to understand social media marketing in nonprofit choral 
organizations it is necessary to first gain an understanding of the overall 
composition of choral organizations.  The following sources look at the specific 
characteristics of choral organizations, their leaders and their members.  In her 
article Update on Community Choirs and Singing in the United States, Cindy L. 
Bell takes a close look at the makeup of amateur adult choral groups.
1
   She shares 
many facts from recent studies, reporting that 23.5 million American adults sing 
regularly in a U.S. choral organization, making choral singing the most popular 
American public arts activity.
2
  Due to the popularity of choral singing, the author 
further explores why it is that singing is such a favored past time in America.  In 
addition, she shares many factors about the American public choir - they are 
dominated by females and there are more African American members than from 
any other demographic group. Bell adds to this definition of community choir 
singers in her article, Toward a Definition of a Community Choir, by stating that 
the majority of singers are over the age of 40 and are considered well educated 
adults.
3
  In Update on Community Choirs and Singing in the United States she 
also mentions that at least half of the choir members were involved in music 
                                                          
1
 Cindy L. Bell, Update on  Community Choirs and Singing in the United States, International 
Journal of Research in Choral Music (New York, New York:  Aaron Copland School of Music, 
Queens College, City University of New York, 2004). 
2
 Ibid., p. 1.                                          
3
 Cindy L. Bell, Toward a Definition of a Community Choir, International Journal of Community 
Music, Volume 1, Number 2 (Wilmington, NC:  Intellect Ltd., 2008), 229. 
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during their school career, and many go on to study music professionally.
4
  In her 
2008 book, Bell reinforces this idea by stating that there are about 1400 
community choirs in the U.S., which shows that this is where adults turn in order 
to pursue choral singing after their school careers.
5
   
In his study, Questions Arising from the Views of some Members of four 
Amateur Classical Music Organizations, author Roger Palmer found similar 
characteristics of amateur musicians, stating that the majority of amateur music 
group members are upper-middle class and that they participate in such 
organizations because they are seeking a valuable musical experience.  However, 
Palmer found that most were over 50 years of age.
 6
  Authors Emmons and Chase 
also address the specific characteristics of choir members, stating that they are not 
“a group of homogenous individuals…each chorister’s education, technical 
expertise and personality traits may affect the relationship between that singer and 
other choristers as well as the relationship between that singer and the leader.”7   
Once an understanding of the characteristics of individual choir members 
is gained, it is important to understand nonprofit choral groups as a whole.  Bell 
                                                          
4
 Cindy L. Bell, Update on  Community Choirs and Singing in the United States, International 
Journal of Research in Choral Music (New York, New York:  Aaron Copland School of Music, 
Queens College, City University of New York, 2004), 5. 
5
 Cindy L. Bell, Toward a Definition of a Community Choir, International Journal of Community 
Music, Volume 1, Number 2 (Wilmington, NC:  Intellect Ltd., 2008), 229. 
6
 Roger Palmer,  Questions Arising from the Views of Some Members of Four Amateur Classical 
Music Organizations, International Journal of Community Music, Volume 1, Issue 2 (Wilmington, 
NC:  Intellect Ltd., 2008), 207. 
7
 Constance Chase and Shirlee Emmons, Prescriptions for Choral Excellence:  Tone, Text, 
Dynamic Leadership (New York, New York:  Oxford University Press, Inc.,2006), 241. 
6 
 
discusses community choirs by addressing the many different factors that play a 
role in defining community choirs, such as “nonprofit status, affiliation with a 
school, church, or national organization, professional versus volunteer singers, 
size of chorus, trained singers or untrained, auditioned or non auditioned 
singers.”8  Bell states that while all of these attributes are factors of choirs in the 
U.S., there are only three truly defining characteristics.  These characteristics are: 
location within the United States, practice of the Western choral tradition of 
producing a concert after numerous rehearsals, and the concept of auditioning as 
it relates to community choirs.
9
   
In addition to understanding the choral groups, it is also important to 
understand who their leaders are and how they are led.  In their book, 
Prescriptions for Choral Excellence:  Tone, Text, Dynamic Leadership, authors 
Emmons and Chase address the dynamics of choral organizations and how to lead 
them.
10
  They begin with a discussion of the formation of choral groups and how 
to work effectively through each stage of its development, including setting goals 
and forming loyal choral members.  The authors state that choral groups pass 
through four stages of development.  The four stages are:  forming, storming, 
norming and performing.  Forming is defined by the authors as “the initial coming 
together of a group to accomplish a certain goal, whether it be a task goal or a 
                                                          
8
 Bell, 229. 
9
 Ibid. 
10
 Chase & Emmons. 
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social goal.”11  The authors also explain that storming is “the result of the 
uncertainty produced at this point, usually rooted in differences of personality or 
goals” and norming is “the stage that leads most directly to a group’s optimal 
functioning.”12  Finally, performing is “the culmination of the successful 
completion of forming, storming and norming.”13Each of these stages can be very 
productive for a choir provided that the director has the guidance and leadership 
skills to bring the choir through each stage.
14
  They conclude this section of their 
book with a look at general leadership skills as applied to leaders of any organized 
group.  The authors state that all leaders will direct their group towards both their 
goals and the goals of the group as a whole.
 15
  In order to set these goals 
“directors must first define their performance objectives.  They should develop, as 
well as reaffirm their sense of mission, vision, purpose and direction.”16   
Emmons’ and Chase’s view on nonprofit leaders and goals is in line with 
noted business author Peter Drucker.  Drucker explains that a successful nonprofit 
organization will have a clear mission that is supported by a vision, goals and 
objectives.  In his book, Understanding Nonprofit Organizations, Drucker affirms 
that the mission of the organization is essential to its operation and achieving its 
goals.  When all components of a nonprofit organization are working towards the 
                                                          
11
 Emmons & Chase, 214. 
12
 Ibid., p. 215. 
13
 Ibid. 
14
 Ibid., p. 214. 
15
 Ibid., p. 235. 
16
 Ibid., p. 275. 
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same mission, the organization will be effective.
17
  Emmons and Chase also look 
at how general leadership skills apply to choral leaders.  For example, they feel 
that two of the most important attributes for choral leaders to have are conformity 
and flexibility.  These two assets combined with cohesion and conflict 
management lead to an exemplary choral organization with exceptional 
leadership.
18
  
 
Internet Marketing 
Once an overall understanding of nonprofit choral organizations is 
obtained, the next necessary step for this specific research is to look at how online 
marketing is used in organizations.  In Nonprofit Internet Strategies:  Best 
Practices for Marketing, Communications and Fundraising Success, the authors 
present a text on internet marketing methods.
19
  The text begins by examining 
ways to combine traditional marketing, communication and fundraising 
techniques with the more modern internet marketing strategies.  For example, the 
authors stress that while the internet is a powerful marketing tool, a website alone 
is not enough to have an effective marketing plan.  The authors suggest that an 
organization should first examine its mission “and then develop a dynamic, 
                                                          
17
 Peter Drucker, Managing the Nonprofit Organization:  Principles and Practices (New York, 
New York:  HarperBusiness, 2006). 
18
 Emmons & Chase, 236. 
19
 James M. Greenfield, Ted Hart and Michael Johnston, Nonprofit Internet Strategies:  Best 
Practices for Marketing, Communications and Fundraising Success (Hoboken, New Jersey:  John 
Wiley & Sons, Inc.,2005). 
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organization-specific strategy that aligns key processes and programs with 
internet activities.”20  This resource continues with a look at relevant topics, such 
as building an online community, online advocacy, and recruiting volunteers.  In 
the latter half of this book, the focus turns to internet support, such as obtaining 
internet donors, large gifts through planned giving, and foundation and corporate 
giving.
21
 
Another perspective on utilizing internet marketing comes from author 
David Chaffey in his book, Internet Marketing:  Strategy, Implementation and 
Practice.
22
  Chaffy presents his data in a guidebook style that addresses the many 
ways the internet can be used in marketing campaigns by developing and 
implementing specific strategies.  Similarly, author Ralph Wilson in his book, 
Planning Your Internet Marketing Strategy:  A Doctor Ebiz Guide, uses case 
studies to teach organizations how to cultivate the four core internet marketing 
strategies:  performing analysis, customer profiling, clarifying goals and 
developing a unique selling proposition.
23
  Including techniques from both 
Chaffey and Wilson in an organization’s marketing plan will greatly increase the 
effectiveness of the marketing campaign. 
                                                          
20
 Ibid., p. 17. 
21
 Ibid. 
22
 David Chaffey, Internet Marketing:  Strategy, Implementation and Practice (Canada:  Financial 
Times Prentice Hall, 2006). 
23
 Ralph F. Wilson,  Planning Your Internet Marketing Strategy:  A Doctor Ebiz Guide.  (New 
York, New York:  John Wiley & Sons, Inc., 2002). 
10 
 
Like the above authors, David Scott Meerman also presents a look at how 
to use internet marketing in his book, The New Rules of Marketing and PR:  How 
to Use News Releases, Blogs, Podcasting, Viral Marketing, & Online media to 
Reach Buyers Effectively.
24
  Meerman provides the appropriate knowledge that is 
needed to develop internet based marketing for an organization.  He discusses 
what techniques should be used to create relevant and effective marketing 
messages.  Meerman uses a competitive cycling site as an example, stating that 
they are successful because they provide detailed information about bicycles and 
resources for enthusiasts, unlike many other sites that do not deliver the same type 
of relevant marketing message.  He also addresses how to ensure that these 
marketing messages reach the appropriate audience at the right time, in order to 
achieve the best return.
25
 
The authors of Economics, Management and Financial Markets further 
explain why there is a need for such specific areas of marketing as internet 
marketing.
26
  The authors first explain the growing need for internet marketing 
and continue by sharing ways to optimize internet marketing campaigns. They 
stress the importance of the internet incorporated into marketing plans and then 
                                                          
24
 David Meerman Scott, The New Rules of Marketing and PR:  How to Use News Releases, 
Blogs, Podcasting, Viral Marketing, & Online Media to Reach Buyers Directly (Hoboken, New 
Jersey:  John Wiley & Sons, Inc.,2008). 
25
 Ibid,. p. 53. 
26
 Cora I. Daniasa, Marieta Stanciu, Dragoe Stuparu and Vasile Tomita, “The Mechanisms of the 
Influences of Viral Marketing in Social Media,” Economics, Management and Financial Markets 
(2010), 278-282. 
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present means to measure the results of internet marketing.  Lastly, they provide a 
guide for creating the strongest internet marketing plan possible for the 
organization.
27
 
In his book, Marketing Nonprofit Programs and Services:  Proven and 
Practical Strategies to Get more Customers, Members, and Donors, author 
Douglas B. Herron outlines some  best practices for internet marketing in 
nonprofit organizations.
28
  Herron explains that these best practices are an ideal 
way to attract patrons to nonprofit organizations through the use of marketing 
tools.  The author lists several marketing methods that can be utilized to gain 
more patrons and volunteers and also explains how to measure the effectiveness 
of these best practices, or methods. Herron follows his discussion on best 
practices with a checklist that he developed to aid organizations in developing 
marketing strategies through taking the appropriate steps to achieve high quality 
marketing results.
29
 
In their article, Internet Management for Nonprofits:  Strategies, Tools 
and Trade Secrets, the authors focus on the ROI in using social media in 
marketing for nonprofits.  While ROI generally stands for “Return on 
Investment,” the authors suggest replacing the “I” with “insight” and “impact” in 
                                                          
27
 Daniasa, Stanciu, Stuparu and Tomita. 
28
 Douglas B. Herron, Marketing Nonprofit Programs and Services:  Proven and Practical 
Strategies to Get More Customers, Members, and Donors (Sans Francisco, California:  Jossey-
Bass, 1997). 
29
 Ibid. 
12 
 
this case.
30
  The authors go on to discuss the most recent points of views on 
internet marketing for nonprofits.  While it was at one time viewed as risky, 
debatable whether or not it was worth the investment, and if it would help 
nonprofits reach their goals, the authors insist that it is now evident that internet 
marketing for nonprofits  
is actually helping measurably to reach new people and is bringing added 
value to mission-driven work.  Internet Marketing is propelling nonprofit 
goals to build a movement around a core advocacy issue, improve 
customer service or programs, reach new donors and spread awareness of 
a nonprofit brand around the world.
31
   
 
Finally, author Mary Lou Roberts presents an overview of internet marketing 
methods in her book Internet Marketing:  Integrating Online and Offline 
Strategies.  She focuses on internet marketing from the perspective of marketing 
theory in order to better understand why and how to use internet marketing.  She 
argues that internet marketing should be incorporated into all aspects of an 
organization’s marketing plan in order to best achieve the organizations goals for 
internet marketing.
32
    
 
 
 
                                                          
30
 Philip H. Geier Jr., James M. Greenfield, Ted Hart, and Steve MacLaughlin, Internet 
Management for Nonprofits:  Strategies, Tools and Trade Secrets. (Hoboken, New Jersey:  John 
Wiley & Sons, Inc., 2010), 3. 
31
 Geier, Greenfield, Hart and MacLauglin, 3. 
32
 Mary Lou Roberts.  Internet Marketing:  Integrating Online and Offline Strategies.  (Mason, 
Ohio:  Thomas, 2008). 
13 
 
Challenges of Internet Marketing 
Roberts also looks at the challenges that organizations currently face in 
utilizing internet marketing.  These challenges include having the appropriate 
hardware and software for the organization, building a brand name, and 
developing loyal customer relationships.
33
  In their book, Nonprofit Internet 
Strategies:  Best Practices for Marketing, Communications and Fundraising 
Success, the authors also address internet marketing challenges by including a 
quick reference guide for nonprofit administrators on how to tackle the everyday 
issues of marketing for nonprofit organizations.
34
  In addition, author David 
Chaffey looks at internet marketing challenges and solutions that can occur with 
classic marketing practices,
35
 while Ralph P. Wilson, in his book Planning Your 
Internet Marketing Strategy:  A Doctor Ebiz Guide,  focuses more specifically on 
addressing the core internet based business methods and their challenges and 
solutions.
 36
  Chaffey provides a helpful list of internet marketing techniques that 
can be used to face challenges,
37
 while Wilson uses case studies of businesses and 
organizations that have both failed and succeeded in using the internet in their 
marketing plans.
38
   
                                                          
33
 Ibid. 
34
 James M. Greenfield, Ted Hart and Michael Johnston.  Nonprofit Internet Strategies:  Best 
Practices for Marketing, Communications, and Fundraising Success.  Hoboken, New Jersey:  John 
Wiley & Sons, Inc., 2005. 
35
 Chaffey. 
36
 Wilson. 
37
 Chaffey, 23. 
38
 Wilson, 56. 
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Internet Marketing Methods and Tools 
Once a general understanding of internet marketing is obtained, specific 
internet marketing methods and tools can be examined.  In his book Wired for 
Culture:  How E-mail is Revolutionizing Arts Marketing, Eugene Carr explains 
that direct internet marketing strategies, such as e-mail, can be excellent resources 
for saving money and obtaining results.  The author demonstrates that internet 
marketing is more cost effective and competitive through the real life cases he 
discusses in his book.
 39
  Carr also discusses email marketing and its benefits in 
Sign-Up for Culture:  The Arts Marketer’s Guide to Building an Effective E-mail 
List.
40
  He states that e-mail is a tool that can be used to create quick and efficient 
relationships with patrons.  This book also provides a helpful analysis of how 
patrons react to internet marketing and how to use such information to better 
connect with them.  Carr continues his discussion with a look at how to develop a 
marketing plan in a manner that is fast yet effective.
41
 
Another specific internet marketing method is addressed by author Susan 
Jones in her book, Business-to Business Internet Marketing:  Seven Proven 
Strategies for Increasing Profits Through Internet Direct Marketing.  The 
techniques that she presents can be used to succeed specifically in direct 
                                                          
39
 Eugene Carr, Wired for Culture:  How E-mail is Revolutionizing Arts Marketing (New York, 
New York:  Patron Publishing, 2006). 
40
 Eugene Carr, Sign-Up for Culture:  The Arts Administrator’s Guide to Building an Effective E-
mail List (New York, New York:  Patron Publishing, 2004). 
41
 Carr. 
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marketing on the internet.  Her text acts as a handbook to aid organizations in 
quickly and efficiently establishing and implementing direct internet marketing 
strategies.  Jones provides a list of seven strategies, such as “building customer 
relations with the internet” and “using internet events to promote products and 
services”, which are proven to increase profit for organizations.42  While Jones’ 
material focuses on direct marketing in for-profit organizations, this information 
is relevant and valuable as it can be applied to nonprofit internet marketing tactics 
as well. 
 
Social Media Marketing 
While there are several specific internet marketing methods, the main 
focus here is on the use of social media as an internet marketing method.  Authors 
Barefoot and Szabo present the “how to” of social media marketing in their book 
Friends with Benefits:  A Social Media Marketing Handbook.
43
   This handbook 
examines tips for using social media in marketing through presenting real life 
situations.  One tip that Barefoot and Szabo offer regarding YouTube use in a 
marketing plan is to take it slow and set realistic goals.  Most organizations do not 
achieve a viral video on their first attempt and therefore it is important to take the 
                                                          
42
 Susan K. Jones, Business-to-Business Internet Marketing:  Seven Proven Strategies for 
Increasing Profits Through Internet Direct Marketing (Gulf Breeze, Florida:  Maximum Press, 
2008), 94. 
43
 Darren Barefoot and Julie Szabo, Friends with Benefits:  A Social Media Marketing Handbook 
(San Francisco, California:  No Starch Press, 2009). 
16 
 
time to develop an audience first.
44
  The authors also address tips for using 
Facebook in social media marketing.  They advise that Facebook is seen by users 
as a “recreation center” or a place where people go with “informal and playful 
goals in mind.”  Therefore, it is best to market passively to Facebook users by 
allowing other users to invite them to like or view an organization’s page so that it 
does not appear that the organization is overwhelming or “hounding” them.45  
Social Media Marketing:  An Hour a Day, by authors Bratton and Evans also acts 
as a guide on social media marketing, however their guide focuses on a fast 
method of spending as little as one hour of work per day in order to produce an 
effective social media marketing plan.  Bratton and Evans’ guide also provides 
case studies and lists of best practices in order to further demonstrate how social 
media can work in an organization’s marketing plan.  The tips from both of these 
sources can help an organization in creating a greater presence on the internet.  
An understanding of the different types of social media is necessary in 
comprehending how it can be used to connect with potential patrons, refurbish 
organizations’ websites, endorse products and programs, track techniques and 
measure success.
46
 
Author Clara Shih presents similar information in her book The Facebook 
Era:  Tapping Online Social Networks to Build Better Products, Reach New 
                                                          
44
 Ibid., p. 198. 
45
 Ibid., p. 182. 
46
 Susan Bratton and Dave Evans.  Social Media Marketing:  An Hour A Day.  Hoboken, New 
Jersey:  John Wiley & Sons, Inc., 2008. 
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Audiences, and Sell More Stuff.
47
  Shih begins with general information on social 
networking, such as Facebook in professional relationships and how to use social 
media in business practices.
48
  To present this information, Shih first describes the 
history of computer technology.  She continues with an explanation on how 
computer technology has changed over the years, especially with the development 
of social media.  Lastly, she addresses how to use platforms, such as Twitter, to 
create better organizations and products.
49
 
While Shih focuses first on the beginning of computer technology before 
moving onto modern tools, author Tracy L. Tuten begins with a presentation of 
her ideas on social media marketing in her book Advertising 2.0:  Social Media 
Marketing in a Web 2.0 World.
50
  Tuten’s book centers on how to use the new 
concepts and tools available through the internet in order to reach marketing 
goals.  Tuten begins with an overview of marketing through the internet.  She then 
takes a more in depth look at these ideas, such as how social networking can be 
used to lead to an effective marketing plan through reaching a larger and broader 
audience and being more cost effective.  Authors Lokman Tsui and Joseph 
Turrow also look at how to effectively use social media in their book New Media 
                                                          
47
 Clara Shih, The Facebook Era:  Tapping Online Social Networks to Build Better Products, 
Reach New Audiences, and Sell More Stuff (Boston, Massachusetts:  Pearson Education, 
Inc.,2009). 
48
 Ibid. 
49
 Ibid. 
50
 Tracy L. Tuten, Advertising 2.0:  Social Media in a Web 2.0 World (Westport, Connecticut:  
Praeger Publishers, 2008). 
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World:  Hyperlinked Society:  Questioning Connections in the Digital Age.
51
  
Their research is a compilation of essays that focus on acquiring the attention of 
consumers and social media in organizations and individuals.  Their essay 
collection was commissioned from top internet marketing professionals to 
understand how to make business connections, through platforms such as social 
networking.  The authors conclude their compilation with a review of their 
findings, conclusions from the essays, and instructions on how to put the 
information to use in an organization’s social media marketing plan.52 
Unlike Tsui and Turrow, author Dan Zarrella takes a much more specific 
look at the many types of social media used in internet marketing, such as 
Facebook and Twitter, in his book, The Social Media Marketing Book, and 
explains their history and culture.
53
  He continues by introducing how to include 
these media outlets in the marketing plan of an organization.  Each chapter of 
Zarrella’s book takes an in depth look at a different type of social media and 
explains the protocols and tools, such as choosing the technologies and 
marketing tactics most relevant to the organizations campaign goals, which can 
be used to reach specific marketing goals.
54
  The uses of social media marketing 
in reaching marketing goals are also analyzed by author Alan Andreasen, in his 
                                                          
51
 Lokman Tsui and Joseph Turrow, New Media World:  Hyperlinked Society:  Questioning 
Connections in the Digital Age (Ann Arbor, Michigan:  University of Michigan Press, 2009). 
52
 Ibid. 
53
 Dan Zarella, The Social Media Marketing Book (Sebastopol, California:  O’Reilly Media, Inc., 
2010). 
54
 Zarella. 
19 
 
book Social Marketing in the 21
st
 Century
55
.  Andreasen looks at how to apply 
social media marketing to specific situations, such as social problems and 
decoding data.  By having an understanding of these items, foundations, 
government agencies and nonprofit organizations can understand how to use 
social media to its fullest capacity and how to reach all types of people.  
Andreasen also includes in his research a list of principles and proposals on how 
to apply social media in nontraditional marketing methods.
56
 
In addition to addressing similar concepts in comparison to the previous 
authors, Author Frank Berry, in his article, A Primer on Social Media for 
Nonprofits, also addresses the best methods in regards to social media marketing 
and how they can “support your (organization’s) existing goals.”57 He outlines 
five main strategies for social media marketing for nonprofits, which are “pick an 
existing goal to pursue, make success someone’s job, listen, establish a base-line 
social media presence, and evolve.”58 Berry also discusses how to get started on 
these strategies and how to measure their results.  For example, he provides basic 
instructions on setting up a Facebook page that is customized for a specific 
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organization and how to engage Facebook fans in support through attendance and 
donations and examine their demographic data through the “insights” tool.59   
In their book, Nonprofits and Technology:  Emerging Research for Usable 
Knowledge, authors Michael Cortes and Kevin Rafter address the individual 
challenges that nonprofit organizations work through when investing in new 
technology for their marketing plans and goals.
60
  The authors list ways that the 
internet can both help and hinder the effectiveness of nonprofit organizations.  In 
order to combat these issues, Cortes and Rafter present methods that can be used 
to better adapt technology, such as social media, into nonprofit arts 
organizations.
61
 Author Kathryn J. Ready, in her article Social Media Strategies in 
Nonprofit Organizations, also warns nonprofits of the disadvantages associated 
with social media marketing in nonprofits.
62
  For example, she states that 
organizations can struggle to manage what is said on their social media pages due 
to the public availability of social media.  Nonprofits also have little control when 
there is a technology issue, and may lose patrons due to frustration.
63
 
Another challenge that organizations need to address in using social media 
in their marketing plans is legal matters.  In their article Facebook, Twitter & 
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Blogging…Oh MySpace!:  Legal Issues with Social Networking Sites, the 
Pennsylvania Bar Institute addresses how social networking sites affect legal 
disciplines.
64
  The PBI addresses concerns in their article, for example the affects 
that social media has on many disciplines, such as the sharing of inappropriate 
text or photographs on an organization’s page.  Inappropriate text or photographs 
may include those that pertain to alcohol or drugs, illegal behavior, profane 
language, and/or sexual content.  The authors explain the laws around social 
networking that businesses and organizations should be aware of before utilizing 
social media in their business practices, such as marketing.
65
 
 
Conclusion 
In conclusion, an understanding of the use of social media in marketing 
for nonprofit organizations can be obtained through the literature.  For this 
research, it is essential to understand the basics of nonprofit choral organizations, 
internet marketing, and social media in marketing.  The above resources provide 
this information by first taking a general look at nonprofit choral organizations.  
Furthermore, since internet marketing has many varying branches it is important 
to understand that specific areas of internet marketing, such as social media 
marketing, can be used in nonprofit organizations in varying ways.  Besides 
understanding social media tools, it is also essential that nonprofit organizations 
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realize the challenges that come with implementing social media in their 
marketing plan.  Understanding why to use social media in marketing, how to use 
social media in marketing and the challenges that will need to be addressed in its 
utilization are essential pieces in creating a solid social media marketing plan.  
These concepts are only heightened with a strong understanding of the best 
practices of social media marketing, which should be employed in order to 
achieve the best and most appropriate social media marketing plan for the 
nonprofit arts organization. 
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CHAPTER II - METHODOLOGY 
 
The following research is presented as a qualitative study using one-on-
one interviews to collect data on the use of social media in marketing for six 
nonprofit choral organizations in the Delaware Valley region of the United States.  
Choral organizations were chosen primarily due to personal interest, their variety 
in size and age, and variety in member demographic (children’s choirs, women’s 
choirs, gay men’s choirs, etc.).  While these different focus areas make choral 
organizations diverse, they are all similar in that they are a group of singers 
performing choral music, as opposed to performing arts organizations overall, 
which can vary greatly in the type of performances they offer as well as their 
composition.  For example, performing arts organizations range in performance 
type from ballet companies to theater companies to symphony orchestras.  They 
range from small community theaters with small casts and audiences and no home 
venue to large city symphony orchestras. However, although unique, choral 
organizations’ use of social media may have broader implications to other types 
of performing arts organizations, and were thus chosen as the focus area for the 
research question. 
The research process began with the writing of the interview questions.  
Data that needed to be gathered in order to answer the thesis question, such as 
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what social media outlets are being used and how, was first established.  From 
that point questions were developed that would be able to collect all of this 
necessary data from the interviewees (see Appendix A).  The next step was 
searching Google to identify nonprofit choral groups in the Delaware Valley 
region of the United States. This area includes, Eastern Pennsylvania (mostly 
surrounding Philadelphia), Northern Delaware (mostly surrounding Wilmington), 
and Western New Jersey.  The search involved searching several key words and 
phrases in order to find the widest variety of results.  Some of the searches 
returned alphabetical lists - created by arts related sites - of all or most of the 
nonprofit choral organizations in the area while other searches returned links to 
specific choral groups.  The compiled lists were found to be the most useful 
search results.
66
  From the lists, specific choral groups were selected to explore.  
This selection was made based on the elimination of church choirs and public 
school choirs due to a focus on 501 (c) 3 nonprofit organizations only. Upon 
selecting a choral group to further research, the next step was to examine their 
website.  From examining an organization’s website, it was determined if they 
were a 501(c) 3 nonprofit organization and if they were in fact located within the 
Delaware Valley.  As a result of this analysis, a list was compiled of eighteen 
choral organizations that met the initial criteria. Next, an additional search and 
analysis was done of each organization, in order to find criteria such as diversity 
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in size and age, informative website, use and non use of social media, and an 
equal representation of each of the three states in the Delaware Valley.  From this 
second look at the organizations’ websites, the list was narrowed down to the goal 
of ten organizations to contact.  
 From the list, five organizations were randomly chosen to be contacted 
first, with the goal of conducting a total of five interviews.  Of the five 
organizations that were first contacted via email, three organizations responded 
immediately and agreed to the interview.  All three interviews were conducted 
within one week.  The next five organizations on the list were contacted via 
telephone.  Of these, none were available for interviewing. As the original list was 
now exhausted, a fresh list of organizations was compiled, and the search process 
began again, as stated above.  Three of these organizations were contacted via 
email and all three agreed to an interview.  These interviews were conducted 
within a one week time frame.  With six completed interviews, the stated goal of 
five interviews was met.  See table 1 for a description of each organization. 
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Table 1 Interviewed Choral Organizations’ in the Delaware Valley 
Organization Type Repertoire Size Age of 
Organization 
Age of 
Website 
Time 
Using 
Social 
Media 
       
A Auditioned 
Chamber 
Choir 
Renaissance 
to Modern 
10 2 Years 2 Years 2 Years 
B Auditioned 
Chorale 
Classical 50 28 Years 6 Years 5 Years 
C  Community 
Chorus 
Pop 30 60 Years 10 Years 5 Years 
D Community 
Gay Men’s 
Chorus 
Modern 40 20 Years 20 Years 3 Years 
E Community 
Symphonic 
Chorus 
Classical 
Symphonic 
Choral 
100 38 Years 1 Years ….. 
F Auditioned 
Children’s 
Choir 
Classical 100 10 Years 8 Years 2 Years 
 
 
 
      
The interviews were conducted via telephone, as the organizations are 
located in a large geographical area.  During the interviews, a digital recorder was 
used to record the conversation that occurred.  Additional hand written notes were 
also taken down during the interviews, which included thoughts for further 
research.  At the completion of each interview, the notes were edited while 
playing back the recordings in order to ensure that all necessary details were 
accounted for.  Finally, the most relevant points from the interviews were 
recorded on an Excel spreadsheet with a cell for each question and each 
organization’s response.  The purpose of organizing the information on a 
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spreadsheet was to condense it and simplify the process of analyzing the data. (see 
Appendix B). 
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CHAPTER III - RESULTS 
 
In order to conduct the interviews, a total of nineteen questions were 
established to gather the necessary data.  Of the nineteen questions, fifteen applied 
to organizations that were using social media at present for marketing and five 
questions were used to collect data from organizations that did not use social 
media for marketing (see Appendix A).  The following are the compiled results 
from the six interviews that were conducted with nonprofit choral organizations in 
the Delaware Valley.  
 In order to gain a better understanding of how long each organization has 
had an online presence, they were first asked the age of their website.  The results 
showed that each organization has had their website for one decade or less with 
the exception of Organization D who stated that they had maintained a website for 
about twenty years.  Organization D has completed several website updates over 
time, with the newest version being three years old.  Similarly, Organization C 
has maintained a website for a lengthy ten years and therefore has also made 
updates to their website, with the newest version being less than one year old.  In 
contrast, Organization E has only had their website for about one year. 
 The interview questions from this point forward refer more specifically to 
each organization’s relationship with social media.  Social media has been in 
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existence for about 8 years, with Facebook as one of the first established in 
2004.
67
  Flickr was also created in 2004,
68
 followed by YouTube in 2005
69
 and 
Twitter in 2006.
70
  Of the six organizations interviewed, Organization E was the 
only organization that does not use social media of any kind, while the other five 
organizations use at least one social media outlet.  Each of these five 
organizations has maintained their use of social media for five years or less.  In 
addition to social media, the same five organizations revealed that they use other 
internet based marketing methods, such as Constant Contact and Meetup.   
 
Organizations Using Social Media 
In examining the specific social media outlets that the five organizations 
with social media use, Facebook was the one that each organization had in 
common, with Twitter used by four of the five organizations and YouTube by two 
of the five organizations.  In addition, Flikr, Meetup and Foursquare are used by 
one organization each (see Figure 1). 
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Figure 1.  Number of interviewed organizations using each type of social media outlet for 
marketing purposes. 
 
In examining the individual social media pages and sites for each of the 
organizations, it was observed that Facebook had the most members (i.e. “likes”) 
for each of the 5 organizations.  Twitter followed closely with the second largest 
number of members (i.e. “followers”) for each organization, with the exception of 
Organization A, which does not have a Twitter account.  Organization A 
however, is the only organization that uses both Flikr and YouTube and has 
members for both accounts.  Foursquare is also only used by Organization D and 
Meetup is only used by organization C.  Both organizations have members for 
both pages, respectively (see Figure 2). 
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Figure 2.  Number of likes, followers, subscribers and members per each social media outlet per 
interviewed organizations. 
 
The five organizations that used Facebook for marketing utilized it 
specifically to “post videos,” “post concert and/or event announcements,” 
“networking” “status updates,” “creating events,” “tagging,” “posting photos,” 
“communication,” and “sharing accomplishments.” In addition, when asked how 
they use social media, Organization D responded “ineffectively.”  
 Unlike the diverse answers on how each organization is using social 
media, the respondents had very similar responses to how often they are using 
social media in their marketing plans.  Each organization agreed that they use 
Facebook and/or Twitter most frequently around the time of a concert.  Each of 
the five organizations also agreed that they have little to no activity on Facebook 
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and/or Twitter during summer months and/or their “off” season.  Organization C 
also specifically mentioned that they use YouTube about twice per year, with an 
upload of fresh videos, and possibly after a special event. 
 When asked about the specific audiences that the organizations are trying 
to reach through social media, half of the organizations responded that they are 
trying to reach younger people, with two specifically stating people in their 20’s.  
Other responses to this question included “people who want to donate,” “greater 
arts community around the city,” “people interested in choral music,” and “people 
with families;” thus displaying a wide range of target audiences. 
 Of the people who were interviewed, each of them was the responsible or 
partially responsible person for social media at the organization.  Three of the 
interviewees had specific titles for their position, such as “Public Relations 
Chairperson,” “Marketing Chair,” and “Chorus Manager.”  Organization A stated 
that they do not have a title but are considered to be in charge of all things seen by 
the public.  In contrast, Organization D mentioned that they have a volunteer 
public relations person who handles their Twitter account while the interviewee, 
the Chorus Manager, handles their Facebook account.  Organization B also 
differed in that their website designer arbitrates the content of their Facebook and 
Twitter posts; however a contracted publicist is actually in charge of the accounts 
and creates the official posts. 
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 One of the interview questions asked interviewees to discuss the benefits 
of using social media for marketing.  Organization A found that social media 
provided communication opportunities, such as connecting with other singers, 
their immediate audience and other similar groups.  They also found that it was a 
great way to promote their accomplishments, spread word about their brand in the 
online world, and that it was low cost.  Organization B found social media to be 
helpful in spreading awareness of their brand and stated that members posting on 
their Facebook page as well as on their own was very beneficial.  In addition, 
social media aided Organization B in directing traffic to their PayPal page which 
could be used for donations and ticket purchases.  Similarly, Organization C 
found quick links to other pages, such as ticketing, to be a benefit of using social 
media.  They also shared that it was easier for patrons to now link to their website 
and other related websites. Furthermore, they mentioned that Twitter is a great 
resource for connecting with different types of people, such as public officials, 
because it is a more professional type of social media.  Connections to public 
officials can lead to their verbal promotion of the organization which is especially 
beneficial because their opinions are often highly valued by the people of their 
community.  Organization D found Facebook advertisements to be one of the 
greatest benefits of social media.  Facebook ads are able to be created once an 
organization has established a Facebook page.  Ads can be created to target a 
specific audience that the organization wants to reach.  These ads appear along the 
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right side of any Facebook page that a targeted user visits.  This benefits the 
organization by helping them to reach the audience of their choice, whether it is 
very broad or very specific.  Finally, Organization F listed time and cost 
efficiency as benefits they found since using social media as well as an outlet to 
communicate with and mentor their members. 
Unlike the pros of social media, the cons that each organization brought to 
light were fairly similar.  Although each organization saw many benefits of social 
media, there were limited cons mentioned.  Three of the organizations expressed 
frustration with the types of interactions between the social media outlets and 
their audiences.  The frustrations included a lack of interaction to irrelevant friend 
requests and difficulty keeping patrons interested in their pages after an initial 
“like” or “following.” Organization F specifically mentioned that they found it 
difficult to reach an isolated group of people, while Organization C discussed the 
difficulty in finding the fine line between awareness and annoyance.  More 
specifically, the organization stated that they wanted to make patrons aware of 
their organization but not overwhelm them; they said “there is so much noise on 
the internet…it can be challenging…not to annoy them and add to the noise with 
our postings.”  This is in line with authors Barefoot and Szabo’s advice to market 
passively to Facebook users by allowing other users to invite them to like or view 
an organization’s page so that it does not appear that the organization is 
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overwhelming or “hounding” them.71  In contrast to these responses, Organization 
B expressed frustration within the organization, rather than the interactions with 
patrons/potential patrons.  They stated that it is difficult to control and keep on top 
of their social media due to a contracted publicist being the primary person in 
charge of their Facebook and Twitter pages; however due to limited staff they do 
not have anyone within the organization to take control of the social media at this 
time.  Organization A stated that they did not have any cons to mention. 
 Organizations were asked about the impact social media had on their 
organization.  Organization A discussed the impact of an increase in donations 
because patrons can easily connect to their ticketing page through social media.  
Furthermore, although Organization A did not currently use tools to specifically 
measure the impact of social media, they noticed more patrons “liking” their 
online page at the same time that they noticed an increase in attendance at their 
events. Currently, Organizations A’s only audience tracking method is surveys at 
concerts.  However they mentioned plans to begin tracking both concert 
attendance and online participation next concert season in order to grow their 
audience beyond personal connections.  Organization B mentioned that social 
media provided patrons with more options for supporting them, such as “liking” 
their page to make a donation and linking to their PayPal account through social 
media.  In addition, at one point they asked their members to use their personal 
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Facebook pages to post statuses asking for donations.  This tactic was very 
successful for the organization, raising a large sum of money to support their 
concerts.  Organization C found that using social media led to a better website for 
them as its implementation drove more traffic to their website.  The increased 
number of visits to their website encouraged them to rework the website to make 
it more user friendly.  Organization C also discovered that there was an increase 
in attendance at performances, which they linked to Facebook advertisements as 
the increase occurred directly after implementing the ads.  Organization D had 
perhaps the most unique response in stating that using social media raised policy 
issues for them.  Previously, members of the organization had to sign a consent 
form allowing photographs of them to be used professionally for the 
organization’s marketing purposes.  Because the organization is a gay men’s 
choir, pictures caused concerns in their personal and professional lives as all 
members may not have been openly gay in aspects of their lives.  Thus the 
organization did not want to be held accountable for unintentionally sharing their 
personal information.  With the development of social media, the organization 
found that anyone can take a photograph and post it without the knowledge or 
consent of the individual(s) in the photograph.  This caused the organization to 
reevaluate their privacy policies, as they had taken a conservative approach to 
them prior to the introduction of social media.  Due to contemporary time and 
location, no major issues were caused by the sharing of photos on social media for 
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any of the organization’s members and they were able to update their photo 
policy.  Finally, Organization F was happy to find that social media was an 
inexpensive way for them to share their story and gain new members and patrons.  
They also felt that social media allowed them to have more timely and detailed 
communications with members and patrons. 
 The interviewees were next asked what, if any, tools they use for 
measuring the impact of social media in their marketing results.  Three of the 
organizations stated that they do not use any tools for tracking, although 
Organization F expanded on this by discussing that they have “accidentally” 
tracked some data through taking attendance at performances.  Organization F 
also stated that they would have tracking tools to measure to impact of social 
media in their marketing if they had an extra staff person to develop and manage 
them.  Organization A stated that they survey audiences at concerts to learn how 
they heard about them.  Organization C utilized the most tracking tools of those 
interviewed, stating that they monitor “likes” on Facebook, use Google Analytics 
and use Ticket Leap for ticket sales. Ticket Leap analytics include tracking the 
number of ticket sales and tracking details about patrons such as age and location. 
 Question thirteen asked interviewees to consider how they would change 
their current use of social media.  Organization A said that they would obtain a 
different website host and rework their website.  Organization F also mentioned a 
general change to their web presence by stating that they would create a website 
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that is more Smartphone friendly.  More social media specific responses included 
hiring an in house public relations person to manage the social media; targeting 
individuals based on their interests; better monitoring of friends and followers; 
and using more multimedia, such as posting music clips from rehearsals and 
performances.  Organization C stated that they would use their social media more 
if only they noticed more interest in their Facebook and Twitter pages from 
patrons. 
 The last official question for organizations that are using social media 
asked them to discuss any goals they have for their future use of social media in 
marketing.  Organization A stated that they do not have plans to use other social 
media besides Facebook, although they may use Flipcam or Audio Cloud to post 
videos in the future.  Organizations B and D both expressed that their goal was to 
keep increasing their presence and awareness of their organization.  In contrast, 
Organization C discussed their desire to better communicate through social media 
and to become a resource for patrons.  Finally, Organization F stated that their 
goal is to hire a development staff member who can quantify the results of using 
social media and become more nuanced in their use of social media. 
 In concluding the interviews for those organizations using social media, 
each was asked if they had anything to add on the topic at hand.  While 
Organizations A through D declined, Organization F had some additional 
thoughts.  They stated that due to lack of staff, many organizations rely on their 
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artistic staff to manage their social media.  This has resulted in the artistic staff, 
who are not necessarily trained in public relations, becoming better marketers 
because social media is very user friendly. 
 
Organizations Not Using Social Media 
 The final questions of the interview pertained to organizations who 
responded that they do not use social media for marketing.  Organization E was 
the only interviewee who responded as such.  When asked why they do not use 
social media, Organization E stated that they do not have a staff member or 
volunteer to manage it.  They also stated that they do not have any future plans to 
use social media and that they do not see any benefit in using social media due to 
successfully advertising and networking through their connection to a larger and 
well known organization and through other forms of advertising.  For example, 
they post their schedule on a local arts website and feel that because patrons are 
able to see their schedule in advance, it keeps their attendance high.  As far as 
members, they feel that they are at the maximum number of members that they 
can take and therefore there is no need to advertise for new members. 
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CHAPTER IV - DISCUSSION 
 
Social media is often used as a marketing tool for nonprofit performing 
arts organizations. This presents a question of what, specifically, is the impact of 
social media in marketing for nonprofit performing arts organizations and whether 
or not that impact justifies the use of social media in order to achieve their 
marketing goals.  In analyzing the data from the interviews, several conclusions 
can be drawn on the impact of social media marketing in nonprofit performing 
arts organizations in the Delaware Valley, and more specifically in nonprofit 
choral organizations.   
The organizations that were interviewed found many benefits as well as 
several downfalls in using social media in their marketing activities.  Some of the 
organizations realized these pros and cons through systematically measuring them 
with tools and others through visually observing a change in audience attendance 
at events.  Regardless of the advantages and disadvantages initially noted by the 
organizations, the majority of the organizations noted an overall positive impact 
on their organization, and therefore found it a valuable tool in meeting marketing 
goals. 
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Benefits 
Several organizations stated that they use social media to share 
information about upcoming events, network with other ensembles, share videos 
of performances and connect with performance venues.  The resulting benefit as 
recognized by this research is that no other marketing tool to date has enabled 
organizations to do these functions, especially not all in one place.  Both 
Facebook and Twitter provide a place for nonprofit choral organizations to spread 
news about their brand and events.  Although other marketing tools (such as 
newspaper or television) can individually function in some of these ways, social 
media is unique in that information can quickly be taken from one organization’s 
page and shared by a user on their own page, thereby spreading news of the brand 
to all of their “friends” or “followers.”  One of those “friends” or “followers” may 
do the same and spread news to a whole new audience and so on.  Organization C 
specifically said that when they put things on Facebook, a lot of their members 
will share it on their own Facebook page and/or comment on it which makes them 
appear in the Newsfeeds of a different group of Facebook users, thus creating new 
awareness of the organization. 
Not only does social media provide organizations with unique and 
multifunctional opportunities to connect with patrons and members, it also allows 
them to reach additional target audience groups. They may struggle to connect 
with some audiences through traditional marketing tactics, such as young people.  
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When the organizations were asked to discuss their target audience, half of them 
stated they were trying to reach younger people through social media.  
Organization A mentioned that they would like to reach people who are in their 
twenties and Organization D said they would like to reach people under thirty.  
Another organization specifically said, 
(We are) trying to get a younger audience.  Right now most our best 
paying shows are nursing homes and retirement homes which is great but 
we’d also like to do a summer concert series at different parks and appeal 
to more families and kind of start to offer modern music…trying to bring 
in the younger audience through that and really showcasing it on our 
social media pages. 
 
Because there is a general preference among the younger generations to learn and 
stay connected through the internet, as opposed to a more traditional outlet like a 
newspaper, social media is an excellent means of connecting to them.  The 
authors of Nonprofit Internet Strategies:  Best Practices for Marketing, 
Communications and Fundraising Success also stress the idea of combining 
traditional marketing techniques with more modern, internet based techniques.
72
  
Doing so may help nonprofit performing arts organizations bridge the marketing 
gap between much older audiences responding to classic marketing and much 
younger people that are typically most attracted to internet marketing.  Thus 
nonprofits would be better able to ensure that all age groups are being considered. 
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  In looking at the benefits that each organization noted in using social 
media, it is observed that many of those reported could also be considered 
conveniences for patrons and members as well. As one organization mentioned, 
Facebook provided the “opportunity to connect with other singers, connect with 
immediate audience and connect with other similar groups.”  Another 
organization found that one of the most beneficial (and thus convenient) impacts 
of social media was that it could be used as a link to other related websites, as 
well as to their ticketing and donations pages.  Finally, a third organization noted 
that Facebook ads can be set up to specifically target an audience, which helps 
them to solidify their brand.  This is another convenience of social media because 
it is so easy - when Facebook ads are adjusted to target specific audiences, they 
will appear in a user’s sidebar, thus attracting their attention to the organization.  
Other benefits listed by the organizations included reposts and retweets of their 
information by a “friend” or “follower,” thus spreading word quickly and broadly 
about the organization. One organization also noted that they “like that with 
Facebook you can link to your page or ads can link to your page or (you) can link 
to an external link.” 
Another convenience of social media is that it is user friendly and 
multifunctional, which allows organizations to tailor their use of it to their 
specific needs.  For example, while some organizations agreed on the obvious 
uses, such as notifications about performances and networking, other 
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organizations found it best for them to post videos of their rehearsals and 
performances or to guide and mentor their members.  Organization A specifically 
said the most convenient things they get through Facebook are good group 
platforms through which they can post things, such as videos and updates.  Also, 
if any of the initial functions that the organization utilized were not effective for 
them, it would be simple to change the way they are using the social media until 
they find what works best for them.  Organization F found that the user friendly 
structure of social media worked well for them because of the many roles that the 
staff has to take on.  They discussed the fact that because many organizations 
have to rely on their artistic staff to handle social media (not necessarily trained in 
public relations), they are in fact becoming good marketers because of the ease of 
use of social media.  The organization specifically stated that “social media has 
empowered people that don’t have the same level of training as a professional PR 
person or professional marketing person…to have a stake in the game.” This is a 
convenience for the organization because it allows their limited staff, who often 
serve many roles, to quickly and easily learn their new responsibility. 
A final advantage that the organizations found in using social media in 
marketing was its cost effectiveness.  In discussing the benefits they found 
through social media, Organization A found that it is inexpensive, stating “it is so 
easy to do that to not do it would be stupid.  It is so easy and free – it doesn’t take 
anything from the organization except a little bit of my time.  To not do it would 
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seem like turning our back on an opportunity.”  Organization C, in reference 
specifically to Twitter, said that “retweeting is really great for spreading the word 
without spending a lot of money.”  They also mentioned that users can link to 
their website through social media rather than promotion through a Google 
search, which saves them money.  For example, in order for a website to appear in 
the top three listings in a Google search - and it can be assumed that Organization 
C does - they are required to pay each time a user clicks on their website from that 
search result.  Another organization stated that “the price is absolutely right – it 
makes absolutely perfect sense to be using (social media) as a platform (for 
marketing).”  In this time of economic turmoil, cost effectiveness is key for many 
nonprofit organizations who may be feeling the effects of the waning economy 
whether due to government funding cutbacks or decreases in donations from 
patrons who are mostly having financial struggles of their own.  Unlike print and 
radio advertisements which could cost an organization hundreds of dollars per 
year, most social media comes with little financial cost.  Thus social media is 
effective at meeting the organization’s marketing goals all while staying within 
their budget constraints. 
 
Disadvantages 
 Nonprofit choral organizations did note a few disadvantages to using 
social media for marketing.  One disadvantage is that due to time constraints it 
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can be difficult for organizations to maintain their frequency in updating their 
social media sites.  The preponderance of organizations stated that they use social 
media most frequently when a concert or other event is approaching. A few 
organizations set goals to tweet and post on Facebook a certain number of times 
per day or week.   Other organizations simply made sure to increase their 
frequency of tweets and posts when it was most appropriate, around the time of an 
event.  The majority of organizations stated that they tapered off or even stopped 
their social media activity directly following concerts and/or during off seasons, 
such as the summer.  When asked to discuss future goals for their organizations, 
many of them stated that they would like to have a higher level of activity on their 
social media sites, both from themselves as well as interactions from their patrons 
and members.  Many of these organizations cited a lack of resources for not 
maintaining a consistent level of activity on their social media sites. The 
organizations recognize that utilizing their social media around the time of a 
concert is top priority, however maintaining that level of activity year round can 
be quite challenging.  This challenge is due to the fact that social media can be 
time consuming to manage and the organizations simply do not have enough staff 
to handle it.  In addition, the staff who currently do manage social media are 
already overloaded with many other tasks and therefore cannot dedicate the 
appropriate amount of time to social media marketing that is needed.  Many of the 
staff members are also volunteers who work full time jobs in addition to 
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maintaining their responsibilities for their organization.  Thus their time and 
responsibility to the organization is secondary in relation to their full time jobs. 
 Another disadvantage of social media is maintaining a constant presence 
in the eyes of potential patrons and members as well as current patrons and 
members without becoming bothersome.  Organization C mentioned “it is hard to 
get people to like our page because there is so much noise on the internet” and 
that they do not want to “annoy” and “add to the noise.”  As previously 
mentioned, Organization C had also stated that they would utilize their social 
media more only if there were more interest in it from patrons and members.  In 
order to best stay present in the lives of their patrons and members, organizations 
need to find the fine line between being too hesitant in their social media 
marketing tactics and too aggressive, which could overwhelm the user.  If the 
latter occurs, it will deter the user from further exploring the organization and 
possibly patronizing or joining it in the future. 
 Lastly, Organization E found no benefit in using social media and chose 
not to use it at all.  They stated that the nature of their organization is that they 
often perform with a well known symphony orchestra.  Through the orchestra, 
they have become well known themselves.  Due to the exposure from the 
orchestra they do not feel the need to use other marketing methods, social media 
included.  They also felt that even if they needed more marketing tactics, social 
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media would not be appropriate for them due to a lack of staff and the time 
required to manage it. 
 
Measuring Tools 
All of the interviewed organizations stated that they found both positive 
and negative impacts from using social media, however, when asked how they 
measured this impact the majority of organizations did not have any solid 
measuring tools in place.  Organization C was the only organization to list 
specific measuring tools utilized to see the success or downfalls of social media.  
Upon adding social media to their marketing plans, some organizations found that 
a simple visual cue, such as an increase in attendance at performances, was 
validation of the positive impact it had on them.  However, while some 
organizations may consider seeing an impact to be validation, it would be best to 
put actual measuring tools in place for confirmation.  With a confirmation of the 
impact through measuring tools, an organization can better understand what 
aspects of social media marketing are working best; who they are reaching with 
them; and what areas need improvement.  Regardless of measuring tools being 
used or not, the majority agree that its overall impact is positive. 
 
Overall Impact 
 In sum, the majority of the organizations that were interviewed stated both 
pros and cons in relation to using social media as a marketing tool.  However, 
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when asked to discuss the overall impact of social media on their organization, 
most of the organizations agreed that the impact was indeed positive.  Among the 
most noticed constructive impacts on the organizations were increases in 
donations, participation/attendance at events, increases in members and the 
convenience of being able to market in a quick and detailed manner through user 
friendly social media outlets. 
These organizations agree that implementing social media into their 
marketing plans had had a positive impact on their organization.  While this 
positive impact was specifically noted by nonprofit choral organizations in the 
Delaware Valley, implications could be applied to all nonprofit performing arts 
organizations.  Increases in donations, members, and patrons, cost effectiveness 
and communication are not goals specific to nonprofit choral organizations, they 
are common goals shared by all nonprofit performing arts organizations.  
Therefore, in light of the positive impact social media marketing has had on these 
interviewed nonprofit choral organizations, social media should be considered a 
vital marketing tool for all nonprofit performing arts organizations. 
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CHAPTER V - CONCLUSION AND FUTURE WORK 
 
In conclusion, social media can provide many benefits to nonprofit 
performing arts organizations when used in their marketing plans.  One of the 
benefits that social media can provide is that it is multifunctional.  This allows 
organizations to accomplish tasks all in one place, such as share information 
about a performance, post videos of rehearsals, sell tickets and accept donations.  
Social media also provides an outlet for reaching both broader audiences and 
more specific audiences, such as young people.  Social media can also afford 
many conveniences to an organization and its patrons and members.  These 
conveniences range from networking with other groups and venues, linking to 
related web pages and spreading details about events through reposts and 
retweets.  These conveniences are especially beneficial to nonprofit choral 
organizations due to their small staffs, mostly comprised of volunteers, who have 
limited time to complete tasks for the organization.  These conveniences also 
assist organizations in staying within budget constraints, as social media can 
accomplish many marketing tasks for free which would otherwise be very costly 
through other marketing methods.  It is a cost effective solution to many 
organizations who may have limited budgets as there is little to no cost associated 
with using social media. 
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Patrons and members also benefit from these conveniences because they 
are able to stay connected to the organization, find performance information and 
make donations all through one outlet.  Because users can accomplish several 
tasks related to an organization quickly and in one place, they are more likely to 
patronize the organization or even become a member.   
Furthermore, social media is extremely user friendly which allows both 
organizations and their members and patrons to easily navigate it and accomplish 
tasks with a minimal learning curve.  The user friendly aspect of social media also 
permits organizations to tailor it to their specific needs.  For example, some 
organizations may find it most useful to post videos of their performances while 
another may find it benefits them most to post weekly status updates.  Lastly, as 
organizations discover what aspects of social media work well for them and what 
aspects they could do without, it is easy to change the way they are using social 
media to best fit their needs.   
While there are both advantages and disadvantages in using social media 
in marketing, this research supports that the pros far outweigh the cons and that 
social media has an overall positive impact on the organizations.  Thus it justifies 
its use by nonprofit performing arts organizations as it can help reach a broader 
and more diverse audience by acting as a multifunctional, user friendly and 
convenient tool. 
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Future Work  
To further research the topic of social media in marketing for nonprofit 
performing arts organizations, the non internet based marketing methods used by 
each of the organizations could be explored.  For example, are organizations still 
using print, radio and/or television marketing methods in addition to social media 
or have they completely forgone these methods since using social media and other 
internet based marketing methods?  Another question would be, what are 
organizations doing to ensure that they are not losing older patrons who may not 
participate in social media? 
 In addition, the limiting structure of smaller nonprofit performing arts 
organizations could be explored.  These organizations’ marketing abilities are 
often limited due to small and/or volunteer based staff.  The correlation between 
the successful use (or lack thereof) of social media marketing and 
employee/volunteer demographics may be of stronger significance in 
organizations such as these.  Future research could also include suggesting best 
practices for nonprofit performing arts organizations as well as ways to overcome 
the limitation of their structure. 
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APPENDIX A 
INTERVIEW QUESTIONS 
 
1. How long have you had a website for you organization? 
2. Do you currently use social media (such as Facebook and Twitter) for the 
marketing of your organization? If no, skip to question 16. 
3. If yes, when did you start using social media for your organization? 
4. What social media do you currently use and how?  For example, Facebook 
status updates on upcoming performances.  
5. Do you use other social media, besides the major ones such as Facebook 
and Twitter?  For example do you blog or use message boards specific to 
choral groups?  Or do you use some other internet based resource? 
6. How often do you use social media in marketing for your organization?  
For example, weekly Tweets on news and events.  
7. What audiences do you aim to reach with social media?   
8. Who at your organization maintains the social media aspect of your 
marketing plan?  
9. What benefits have you found in using social media?  
10. What downfalls have you found in using social media? 
11. What impacts have you found the use of social media to have on your 
organization?  For example, increase in attendance, increase in 
participation, increase in donations, etc? 
12. What, if any, tools do you use to track the progress of using social media 
in your marketing plan? 
13. If you could change anything about the use of social media in your 
marketing plan, what would it be?   
14. What goals do you have for social media in your marketing plan? 
15. Is there anything else about the impact of social media in marketing your 
organization that you feel is pertinent to my research and you would like 
to add? 
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If you answered yes to question 1, please stop here.  If you answered no to 
question 1, please continue here. 
 
16. Why do you not currently use social media in your marketing plan?  I.e.  
Lack of resources, such as staff, time, and knowledge; would not benefit 
the organization; current marketing plan works as is, etc.    
17. Do you have any plans to use social media for marketing in the future?   
18. If you do have plans to use social media in marketing in the future, which 
ones and how?   
19. What do you think the benefits and downfalls are to using social media for 
marketing your organization?   
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APPENDIX B 
CHART OF INTERVIEW DATA 
 
  Organization A Organization B Organization C Organization D Organization E Organization F 
Question 1 2 years 6 years 
First website 10 years; 
New website less than 1 
year 
First website 20 years; 
New website 3 years 1 year 8 years 
Question 2 Yes Yes Yes Yes No Yes 
Question 3 2 years ago 5 years ago 
Twitter and Facebook 2 
years ago; YouTube 5 
years ago 3 years ago N/A 
Twitter 1 year; 
Facebook 2 years 
Question 4 
Facebook:  post videos, 
post status updates, 
create events, 
connect/network with 
other ensembles and 
share ideas;  YouTube:  
share videos of 
performances 
Facebook & Twitter:  
informational postings 
about concerts 
Facebook:  connect with 
difference performance 
venues, tag venues in 
postings; Twitter:  tweet 
photos of rehearsals; 
YouTube:  used mostly 
for video hosting (linked 
to through website and 
Facebook) 
Facebook and Twitter:  
used ineffectively N/A 
Facebook and Twitter:  
spread the word about 
events and post 
announcements; discuss 
accomplishments of the 
choir or specific choir 
members; 
communication 
between artistic staff 
and members; posting 
photos; posting videos 
Question 5 Flikr Constant Contact 
Meetup and Constant 
Contact Foursquare  N/A Constant Contact 
Question 6 
Posting coincides with 
concerts.; much activity 
right before and after 
concerts; little to no 
activity during summer.   
Regular posts/tweets 
around concerts; little 
to no posts/tweets 
during summer 
YouTube:  fresh batch of 
videos uploaded about 
twice per year and 
possibly after special 
events; Facebook and 
Twitter:  used 
sporadically throughout 
the year, used most 
heavily when have an 
upcoming concert or 
event 
During no concert 
periods Facebook and 
Twitter are updated 
every 4-7 days; as 
approaching a concert or 
beginning of a season 
they are updated every 
day or every other day N/A 
Facebook statuses are 
updated about every 
other week; sometimes 
the status will change 
daily when there is an 
upcoming concert; 
Tweet anywhere from 3 
times per week to daily 
during the concert 
season; Tweet at least 
weekly during breaks 
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  Organization A Organization B Organization C Organization D Organization E Organization F 
Question 7 
People who want to 
donate and people who 
are in their 20's 
Greater arts community 
around the city and 
people who are 
interested in hearing 
choral music 
Younger audiences and 
people who have 
families; people with 
young children that like 
musical theater 
Trying to draw in 
younger audiences, 
under 30 and gay men N/A 
Because it is a 
children's choir they are 
mostly trying to reach 
older members and 
parents through social 
media. 
Question 8 
Interviewee who is in 
charge of all things seen 
by the public (no 
official title) 
Website designer 
arbitrates content and 
publicist makes posts 
Public Relations 
Chairperson Marketing Chair N/A 
Chorus Manager and 
Volunteer Public 
Relations  person 
Question 9 
Opportunity to connect 
with other singers, 
connect with immediate 
audience, connect with 
other similar groups, 
brag when 
accomplished 
something, and to 
saturate the internet; 
inexpensive 
Members posting on 
organization Facebook 
page and their own 
helps to spread the 
word about the 
organization, thus 
resulting in more hits 
on PayPal to buy tickets 
Can link to website, ads 
and external links 
through Facebook; can 
link right to their website 
without a Google search 
and that saves money; 
can also link to ticketing 
page; members will 
share info from 
organization's website on 
their Facebook pages.; 
Twitter connects with 
different groups and 
people, such as public 
officials; Retweeting is 
great for spreading the 
word inexpensively 
Facebook ads placed at 
the beginning of the 
season have produced 
more members; also 
helps to solidify their 
brand N/A 
It is time and cost 
efficient; playing the 
role of mentors for their 
(children) members 
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  Organization A Organization B Organization C Organization D Organization E Organization F 
Question 10 No cons 
Contracted publicist in 
charge of Facebook and 
Twitter pages makes it 
hard for the 
organization to control 
their pages; also makes 
it difficult to use the 
social media if publicist 
is out of town or busy 
with another project 
Difficult to get patrons to 
like their Facebook page 
because there is too 
much noise and 
stimulation on the 
internet today; hard to 
get patrons to stay 
interested in the 
organization's social 
media; difficult to find 
fine line between 
awareness and 
annoyance 
Was hoping there would 
be more interaction 
between members, 
patrons and potential 
patrons; irrelevant friend 
requests N/A 
Can be difficult to reach 
an isolated group of 
people  
Question 11 
Increase in donations, 
participation and 
attendance and overall 
growth 
Has provided patrons 
with more options to 
support the organization 
because they are able to 
make contributions 
through PayPal. 
Audience size has 
doubled from last year 
due to Facebook ads, a 
better website and 
utilizing print releases. 
Social media has raised 
privacy issues for the 
organization; initial 
photo contract allowed 
advertisements to use 
photos only with 
member consent and at 
official organization 
photo shoots; due to 
Facebook, members can 
be seen anywhere which 
raises personal and 
professional privacy 
issues; had to rework the 
privacy policy N/A 
Inexpensive way to 
share their story and 
gain new patrons and 
members; allows 
connections to be made 
within more time and 
detail. 
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  Organization A Organization B Organization C Organization D Organization E Organization F 
Question 12 
Survey audience at 
concerts 
No tracking tools used 
at this time 
Monitor "likes" on 
Facebook; use Google 
analytics; use Ticket 
Leap to collect tickets 
and provide analytics No N/A 
No because they do not 
have an extra staff 
person to handle 
tracking tools; any data 
gathered thus far has 
been by accident, such 
as taking attendance 
when they are 
performing in smaller 
venues 
Question 13 
Obtain a different 
website host and then 
rework the website 
Want to integrate 
everything into one 
place but need 
appropriate software to 
do so; in house public 
relations person who 
can maintain the social 
media 
Would use the social 
media more if there was 
more interest in it from 
patrons 
Get more presence on 
Facebook; do more 
targeting of individuals 
based on their interests; 
better monitor Facebook 
friends and Twitter 
Followers N/A 
Have more multimedia; 
send music clips from 
rehearsals and 
performances; create a 
website that is more 
Smartphone friendly 
Question 14 
Does not intend to use 
any other social media 
outlets, such as Twitter; 
may use Flipcam or 
Audio Cloud to host 
high quality videos 
Keep increasing their 
presence in social 
media; get more people 
to "like" their page; use 
social media to be more 
"out there" 
Would like to link to 
conversations rather than 
just telling what, where 
and when; would like to 
become a resource 
because that is a better 
way to draw patrons in 
and get them interested 
Increase the social media 
presence to increase the 
number of fans they 
have; continue building 
awareness of the 
organization through 
social media N/A 
Want to be able to 
qualify the results that 
they know they are 
seeing; bring on a 
development staff 
member; become more 
nuanced in the tools 
that they are currently 
using 
Question 15 Nothing to add Nothing to add Nothing to add Nothing to add N/A 
Many nonprofits rely 
on artistic staff to 
handle their social 
media; social media 
allows people, such as 
the artistic staff, who 
are not necessarily 
trained in public 
relations to be good at 
marketing because it is 
so user friendly 
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  Organization A Organization B Organization C Organization D Organization E Organization F 
Question 16 N/A N/A N/A N/A 
Lack of someone to take 
charge of social media 
for the organization N/A 
Question 17 N/A N/A N/A N/A No N/A 
Question 18 N/A N/A N/A N/A 
No plans to use it in the 
future N/A 
Question 19 N/A N/A N/A N/A 
No benefits because the 
organization is able to 
successfully advertise 
and reach members and 
patrons through 
networking and other 
means of advertising N/A 
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